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Overseas touring has become very popular among Hong
Kong people in the last few years. This can be reflected by
the rapidly increasing number of Hong Kong travellers, which
totalled 403,267 in l974. It means that almost one in ten of
the Hong Kong residents had travelled once that year. The
travel agencies in Hong Kong operating outbound group tours
boomed as a result.
The travel business prospered until fierce competition
occurred among the travel agencies and malpractices were
employed by some of them to attract customers. This led to
the complaints from the public and the government was urged
to impose restrictions on the operation of travel agencies.
The reputation of the business was severely harmed.
Besides dedicating most of its effort in establishing
a consumer profile of the Hong Kong travellers, this paper had
emphasized the importance of consumer-oriented marketing concept.
Through the study it was found the interest of the Hong Kong
people in travelling would continue to grow so far as the
economic situation remained stable. It was reminded that
practitioners in the business should behave themselves in their
practices if they wished the business to have a bright future.
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11.0 INTRODUCTION
1.1 General Background of the Study
It was only a few years ago that the number of Hong
Kong people who travelled overseas increased rapidly.
During 1973 travellers who returned from overseas travels
numbered 334, 128, 52.3 per cent more than that of the
previous year and 135.1 per cent more than that of 1970 (28).
Accompanying this growth was also a widening in the scope
of socio-economic classes to which the travellers belonged.
In the past most of the travellers who travelled for pleasure
came from wealthy families. Now, however, people with varied
background--white-collar workers, blue-collar workers, teachers,
students, small traders, laborers, housewives, retired men
and women-all plan for their future trips or talk about their
experiences during their last travels.
The boom of travel agencies started almost instanta-
neously the minute the market prospered. Advertisements
launched by travel agencies appeared in large numbers in
magazines, television and on newspapers. Even some of the
mass media penetrated into the business and organised group
tours open to the public themselves.
At one time group tours were very popular. Some people
thought that by joining tours they could save a lot of
trouble in handling travel documents. Others hoped to have
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more efficient itinerary arrangements. There were, of course,
other aspects that customers regarded as advantageous which
give the travel agencies quite a period of good time. As
more and more businessmen entered the business, competition
naturally followed. Malpractices began to appear among the
travel agents as competition became fierce. Travellers'
confidence in the group tours offered by the travel agents
lessened. Some of the well-established agencies were able
to maintain profits, but more smaller or newer companies
suffered. Complaints about the malpractices that appeared
on the newspapers scared many potential customers away.
But this was not the only disaster they encountered
there was also the collapse in the Hong Kong stock market
and the worldwide economic recession. When people did not
foresee that economic conditions were going to improve--not
to mention that many of them lost money in the catastrophic
stock market--it was quite probable that most of them would
consider a cut in expenditures for pleasure-seeking purposes.
As a matter of fact, quite a number of travel agents were
forced out of business at that time.
There are no obvious signs that the economic situation
in Hong Kong will turn favourable in the near future. How-
ever, advertisements of travel agents occupying large spaces
in newspapers can still be seen. Tours of all kinds still
start all year around, particularly on public holidays.
There seems, despite the blow occurred years ago, a return
of favourable market prospects for the touring business.
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Does this mean that the travel market still has plenty of
prospects waiting for the practitioners in the business to
explore?
1.2 Purpose of the Study
The main purpose of this study is two-fold: one of
which directs to the customers' side and the other to the
marketers' side. It is hoped that with the help of this
study, people in the travelling business can better satisfy
their customers and improve business. This investigation
can hopefully give customers some hints in acquiring greater
satisfaction when purchasing from the travel agents.
Through advising the marketers to offer better services, the
customers will also benefit.
In a modern economy, one of the main tasks of a market-
ing practitioner is to pay close attention to the ever changing
market environment and to make necessary adjustments in the
marketing strategies accordingly. When an industry booms,
more and more companies will be attracted to enter the business
and all marketers should then be prepared for competition. In
this case, when the market was saturated with profit-makers,
some of the less competitable ones were weeded out, while
some others used rather unscrupulous means to fight for
survival. It is, therefore, one of the objectives of this study
to give recommendations to those travel agents who either
lack resources or information, so that they may be in a better
position to compete. On the other hand, if smaller companies
4are given an opportunity to survive, malpractices will be less
likely to exist. While the image of the travel industry is
hurt because of the bad conduct of some travel agents, harmful
effects to the whole travel industry will result.
In the survey the travellers' attitudes toward travel
agencies are reflected. If their opinions can be communicated
to the marketing personnel who tailor their strategies to
meet the needs of customers, one of the aims of this study is
achieved. If consumers can gain through the data generated
by this study a better understanding of their own motives and
decision processes in consuming, they may make sounder product
choices and become better and more prudent consumers. (19, p.7)
There are, apart from the aforementioned, other aspects
of the travel market which the study attempts to find out.
Within the last five years or so, the travel business in
Hong Kong had its golden days and its period of setback.
What contributed to these situations and what factors are
going to govern its fate? Does the economic slowdown have
a significant influence on its development? What projection
can we make at this stage? All these are questions waiting
for answers.
1.3 Justification of the Study
It may be appropriate here to express why this parti.
cular industry is chosen as the subject for investigation.
The travel business in Hong Kong is not a new industry.
However, its sudden drive to prosperity occurred only a few
5
years ago. It is this rapid growth and expansion and the
increasingly sophisticated behaviour of customers compris-
ing the market that make an interesting and challenging
topic to deal with. A rapid growing business should not
have its motive power be directed onto a wrong course.
There were symptoms indicating that the business had been
harmed in some ways because of some travel agents' mal-
practices. The public had urged the government to take
action to protect the customers from losing both money and
time. Leaders in the business had also cried out to those
of the same trade that they should behave themselves. But
as the business was in a period of low ebb, appeals no
longer persisted. Now there seems to be a recovery from
the business' declining sales and it might be necessary at
this time to caution the administrators involved and hope
the unhappy experience years ago will not occur again.
Many travel agents in Hong Kong offer services for
both in-coming tourists and outbound travellers. They can
obtain information about in-coming tourists from the Hong
Kong Tourist Association, a government-sponsored organiza-
tion, that has researched the nature and behaviour of this
group of people. However, for the other group of consumers,
the out-going travellers, only rough statistics are available.
Since most of the travel agents lack resources for conducting
research of this kind, this investigation may be of some
value to them.
In an affluent economy where people enjoy a high
6
standard of living, usually a large number of travel-
enthusiasts will be bred the U.S.A. and Japan are examples.
Despite the economic slowdown in recent years, the average
income of the Hong Kong citizen is still among the highest
in the South-east Asian area. A city with such a character-
istic, combined with the fact that it has a population of
more than four million crowded in an area of about 400
square miles only, people living in it naturally will like
to travel abroad and have a look on the outside world. For
this reason, the potential of the travel market in Hong Kong
is not to be overlooked.
1.4 Scope of the Study
For the survey population which was included in the
study, the following qualifications were set:
1. Travellers who are Hong Kong residents
2. Travellers who travelled mainly for vacation
3. Travellers who travelled within the period 1970-
1974
4. Travellers who travelled overseas (Visitors to
Macau and Mainland China are excluded)
Why the first two criteria were set should be readily
understandable from the title of this paper. The last five
years, 1970- 1974, have been chosen as the time span under
the study for a number of reasons. First, it is within more
or less this period of time that the travel industry ex-
perienced both prosperity and decline. Second, the information
7and opinions given by respondents who travelled not too long
ago will be more accurate and up-to-date. Third, this paper
has quoted the statistics released by the Hong Kong Tourist
Association, who began editing this kind of statistics in
February 1970 (28). The study excludes visitors to Macau
and Mainland China because the motives, expenditure patterns
of their travels may be different from the group under con-
sideration.
1.5 Limitations of the Study
This paper presents a profile of Hong Kong travellers.
This profile serves as a rough guide for the marketers in
the travel business in planning strategies to meet the
needs of customers. It is an assumption that the behaviour
of the potential customers is more or less identical to
those of the past. Marketers should be aware of this point
and make necessary corrections if they find customer
behaviour is changing with time. Another limitation of the
study is that because of the lack of time and money, there
may be biases resulting from sampling problems. The small
size of the sample, the lack of well-trained interviewers
to interview the respondents, and the shortage of manpower
to pick out the respondents in a more random manner affect
the data generated and make the study far from perfect.
1.6 Plan of the Chapters
Chapter 1.0 describes the background of the subject
8
under study, the purposes for carrying out the study and
other introductory information. Chapter 2.0 is devoted to
a discussion of the concept of consumers and consumer
behaviour, the importance of consumer research, and consumer-
oriented marketing philosophy. Since this study is essen-
tially consumer research, it is necessary to elaborate on
this topic to facilitate the interpretation of the findings.
Methodology of the study occupies Chapter 3.0 because for
a study of this kind, how the data are gathered and how the
findings are derived are very important. Chapter 4.0 depicts
the business scene of the travel market during the last few
years. If the chapter which comes next is concerned with
the consumer, or the demand side of the market, this chapter
is concerned with the marketing institution, or the supply
side of the market. In Chapter 5.0 the main findings of the
investigation and pertinent analyses are presented. Lastly,
in Chapter 6.0 conclusions are made and recommendations are
put forward,
92.0 RATIONALITY OF CONSUMER RESEARCH
2.1 The Consumer
A simple definition for the consumer is The final
buyer who buys for consumption (16, p.29). According to
this definition, almost everybody in the society can be
considered as a consumer. Any person who buys something,
whether goods or services for personal or family use is
a consumer. In our case, the travellers are actually
purchasing services from travel agents, so as to meet
their own needs and satisfy their own desires. Francesco
M. Nicosia, however, argues that the above definition is
not sufficient to define the consumer. He cites the
manufacturer or middleman who buys capital equipment with-
out intention to resell as an example. Since the purchase
is merely for consumption, it seems that they fit the re-
quirements as consumers (16, p.29). Therefore, to exclude
this type of buyer and make the definition more explicit,
the term consumer may be specified as:
A consumer is an individual who purchases, or has
the capacity to purchase, goods and services offered for sale
by marketing institutions in order to satisfy personal or
household needs, wants, or desires (19, p.4).
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2.2 Consumer Behaviour
Mayers and Reynolds described consumers as vulnerable
creatures because "nature did not provide them with the
physical and mental attributes necessary to become sensitive
and discriminating buyers in this modern society of ours.
In a complex purchasing situation, the consumer's senses
often betray him, his powers of rationality fail him, and he
often becomes confused" (15, p.1). Nicosia also said that
consumers could be identified by their relatively low degree
of rationality in their decision process. It is generally
believed that how and why a consumer behaves in a purchasing
situation is complex as well as intricate. It is this sector
of human behaviour that many behavioral scientists invest
their efforts in an attempt to probe into the "internal logic
to behaviour" (12, p.3).
F. M. Nicosia views consumer behaviour as the act of
purchase resulting from a decision process (16, p.30). He
devides the morphology of the process into two classes: (16,
p.30) "Variables external to the consumer," which include
such variables as geography, occupation, education, religion,
race, income ; and, "Variables internal to the consumer,"
which includes the physical and psychological variables.
Figure 2.1 summarizes his interpretation of a consumer
decision process.
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Walters and Paul approach the subject somewhat dif-
ferently. They call the internal variables "basic deter-
minants which includes the consumer's needs, motives,
perception and attitudes and call the external variables
environmental influences which includes family, social,
business, cultural and economic influences (19, p.13-16).
They present their ideas with the help of a model shown in
Figure 2.2
2.3 Consumer Research
Consumer research is one of the many kinds of market-
ing study techniques which aims at discovering the nature
of the consumers in a market and the variables affecting
FIGURE 2.2




















the buying behaviours of this group of people. It differs
from other research methods by going directly to the consumer
to ask him questions or to observe his behaviour (18, p.33).
Primarily, consumer research can be classified into two types:
Demographic Research and Motivation Research. Demographic
research deals with such statistics as the number of consumers,
their age, sex, marital status, living area, occupation,
education, family size personal income or family income.
Motivation research, on the other hand, concentrates on the
understanding of why consumers behave in a particular way or
the reasons underlying consumer behaviour (8, p.353). This
paper employs a combination of the two methods. Effort is
made to see if there is any correlation between the two sets
of information. Usually, a consumer profile is simply a
rearrangement in the presentation of demographic data. How-
ever, the profile established in this study is intended to
go deeper into the target market by using both demographic
and motivation data.
2.4 Need for Consumer Research
There has been, during the past decade or so, an up-
surgence in the studies of consumers (8, p.355). This rush
for acquisition of knowledge about the consumer owes its
occurence to the recent marketing revolution that pays
attention to marketing philosophy of consumer orientation
(16, p.6) (19, p.31). The consumer has been proclaimed kingr
by many academicians and its importance should be recognised
by all businessmen (3, p.10) (16, p.4).
Why is the consumer so important, especially in today's
world? Nicosia's answer is, The importance of the consumer
is growing because his higher discretionary income, large
number of possessions, and greater credit opportunities
are enabling him to express his style of life independent
of the cyclical conditions of the productive sector. His
role is more crucial today than ever before because of the
markets
greater number of differentiated and sophisticated,Marketing
begins and ends with the consumerst (16, p.5). C. G. Walters
and G. W. Paul also said that the basis for all sales
appeals comes from information about the consumer. To ignore
the consumer can lead to disaster in a modern economy (19, P.8).
The principle of modern marketing concept is that the company
should seek to meet the needs of consumers, at a profit (13,
p.27) (10). But before actions such as developing or improving
the product can be taken, to meet the desires of the consumers,
what is prerequisite is to find out what they really want.
This frequently calls for research. The investigation in
this presentation is essentially a research of this kind.
Emphasis is laid intentionally on the consumer side with the
attempt to remind the practitioners in the travel market of
the importance of consumer-oriented marketing concepts and




To establish a profile, information about the consumers
must be broken down into significant strata. This enables
practitioners to view consumers from a different angle:
the consumers are in groups of common characteristics--
either in nature or in behaviour--rather than as unrelated
individuals in the total market. Analysis of this kind
might be useful when market segmentation is possible as a
marketing strategy, which is introduced under this section.
Any attempt to please everybody is bound to end in
failure. For the business undertakers, this axiom is also
applicable. When the marketer is faced with a market whose
consumers are so diversified in their demands, he might be
in a dilemma. However, for a market-oriented company, this
heterogenity of consumers can be viewed as an opportunity
(7, p.5). They can disaggregate the market into segments
and tailor their product or market program to serve their
chosen submarkets.
The concept of segmentation was first brought out by
Wendell R. Smith in 1956 and since then it has received
widespread attention (2, p.39). In interpretating the term,
Smith wrote, "In the language of the economists, segmen-
tation is disaggregative in its effects and tends to bring
about recognition of several demand schedules where only
one was recognised before (7,). Here, in the language
of marketing, segmentation can be defined as the dis-
aggregation of a market into several homogeneous submarkets
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where only a heterogeneous one was recognised before.
One of the crucial factors in the application of
market segmentation lies in the defining of the relevant
segments (2, p.34). There are many ways or bases to segment
a market. Traditionally, demographic and socioeconomic
characteristics were used. Later there emerged the concept
of psychological market segmentation which refined the
traditional concept and attempted to probe into the psycho-
logical d:mensions of the consumers (12, P.5). Examples are
segmentation by personality types (5, p.36), life styles,
brand perceptions, buying attitudes, and store loyalties.
It can be expected that the academicians and marketers will
discover more variables which can function as bases for
segmentation. The strategy of segmentation might be developed
to the extent that markets "twill not only be segmented but
each segment will be fragmented. Even fragments will offer
great profit opportunities because of our mushrooming
population, expanding affluence, and spreading education.
Advertisers who see the future clearly and develop the skill
to cultivate diverse segments and fragments will sharpen their




Prior to the formal investigation, an exploratory
study was carried out. It primarily consisted of two parts:
Searching for secondary information and interviewing knowledge-
able persons in the concerned field.
To search for secondary information, the first source
approach was the libraries. Knowledge was gained about the
nature of the study: the consumer research and other related
concepts presented in brief in the former chapter. It was
from the Hong Kong Tourist Association that some yearly
statistical reports about the outbound travellers were obtained.
These reports gave numbers concerning the travellers who
returned each month, their nationalities and their destinations
or original port of embarkation. When asked how many
travel agents were operating in Hong Kong, the Association
could only supply a list of the travel agencies who had re-
gistered as its members. The Hong Kong Association of Travel
Agents could also not tell the approximate total number of
travel agencies in Hong Kong but the number of its members.
It seemed then the simplest way to get a closer estimation
of the number of travel agencies at that time was by checking
up the directory issued by the Hong Kong Telephone Company.
17
Finally, a few newspaper and magazines who had columns
about travelling were contacted. Soem of them permitted the
author to enter their information section, from where much
useful material was available.
Like the first part of this pilot study, it was
decided that the other part, the exploratory interviewing
be conducted by the author himself. Through this procedure
of personal interview, a better insight to the problem was
gained and many significant ideas about the research design
were recognised. After going to the Hong Kong Tourist
Association and Hong Kong Association of Travel Agents to
learn about the travel business in Hong Kong, agencies were
directly contacted to obtain some first-hand knowledge.
Three well-known and three smaller agencies were selected.
Unstructured questionnaires (APPENDIX 2) were prepared and
brought to the respondents who were encouraged to express
themselves freely concerning outbound tourism. Although
only about half an hour was spent for each interview, it
was found that the information provided was very useful in
the formulation of the hypotheses for the study and the
design of the research process.
3.2 Questionnaire Design
The questions set in the questionnaire are grouped
under six categories:
1. Questions about the travellers' past experience
in travelling.
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2. Questions about the traveller's attitudes towards
the travel agents and their group tours.
3. Questions about the traveller's preferences for
group tours.
4. Questions about the traveller's future plans for
travelling.
5. Questions about the traveller's demographic
particulars.
6. Question about the traveller' perception of
travelling.
Most of the questions were structured, each of which
contained a set of alternative answers to it. Whether the
question was in multiple-choice or dichotomous form, only
a check is required to indicate an answer. The questions
were designed in the close-end form for a number of reasons:
1. The respondents were presumed to be of varied
educational backgrounds hence some of them might
not have been able to express their ideas precisely
in written form.
2. Since most questions only require a check in the
provided box, the design demands less time and
less effort in answering.
3. Since the questionnaire was not prepared for use
in personal interviews, clear-cut pre-set alter-
native answers may remedy some of the shortcomings
that arise from lack of direct communication.
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4. Since the responses received were processed by
computer before analysis, structured answers
facilitated the coding and tabulating process.
Likert's scaling techniques (47) were also applied
in the design to measure the intensity of the respondent's
attitudes. Classification data were not divided into many
classes because if finer classes were provided, most
respondents would have tended to hide the true figure by
choosing a bracket near to it. Although most of the res-
pondents were expected to know Chinese, the questionnaire
was prepared in two different versions: Chinese and English
(Appendix 1). Only Chinese versions were distributed to
the respondents unless English copies were requested.
3.3 Sampling Techniques
The investigation defines its universe as the
travellers who travelled overseas within the predetermined
time span (Section 1.4). Owing to the limited time and
effort, the sample size was determined to be 100.
In view of the highly concentrated population in
Hong Kong, using area sampling was first considered. How-
ever, this plan was finally given up because under the
present situation, gaining entrance into the selected house-
holds would be practically impossible. Hence, an alternative
which might be less random in nature was adopted to pick
out samples with diversified backgrounds (27).
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First of all, the author selected ten schools which
were distributed in the various districts in Hong Kong:
North Point, Wanchai, Mid-levels, Western District, Tzu
Wan Shan, Mong Kok, Ho Man Tin, Kowloon Tong, Tsuen Wan,
Kwun Tong. The ten schools were chosen on the following
criteria:
1. The schools were situated at different districts
scattered over the Colony.
2. The districts where the schools located were
heavily, or fairly densely populated.
3. The residents in the districts were believed to
be of varied socio-economic backgrounds.
4. The schools were secondary schools.
Students in two selected classes from each school
were asked to bring the questionnaires home to complete if
they had family members who had travelled overseas during
last five years. This method was adopted because: first,
students of the selected schools were believed to come from
families with different and diversified socio-economic back-
grounds second, secondary school students would be more
capable in explaining the nature of the study to their
family members and helping them in filling in the question-
naires third, with the questionnaires brought home, the




Before the formal survey started, a pre-test was
conducted in order to see if any problem would arise later.
A school which was not in the selected group for formal
survey was chosen and one of its teacher was asked to dis-
tribute the questionnaires. The teacher was requested to
give instructions to the students on how to fill out the
questionnaire, and what was required to be qualified as a
respondent. From this trial process, six completed question-
naires were received and examined. The satisfactory response
rate and the results led to the conduction of the formal
investigation.
One teacher in each of the selected schools was re-
quested to do the same thing as in the pre-test. To encourage
responses, a reply envelope which required no stamp was
attached to each questionnaire. In this way the respondents,
ensured their identities would be kept confidential, were
more likely to supply true information.
When the questionnaires started to come back, a
sequential number was assigned to each to indicate their
sequences of arrival. The study only accepted the first
one hundred responses returned for analysis. After the
responses received had reached the determined sample size,
it was discovered that eight of them could not meet the
working requirements: one was left completely blank one
had the classification column unfilled two had the date of
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travel out of the time span determined and four had the
destinations of travel out of the scope of this study.
Therefore, they were considered as invalid samples and
only the remaining ninety-two responses were used in the
analysis.
Several biases were considered by several conditions:
1. Some students might not be able to explain clearly
how the questionnaires should be filled others
might be too eager to help and the respondents
might thus be influenced.
2. Younger travellers might be more interested in
responding to this kind of survey.
3. Illiterate travellers might be more reluctant in
answering the questionnaires.
4. The travellers who belonged to the "Upper class's
would less likely to care for this kind of
investigation.
Despite all these possible biases, the data collected
were still considered to be relevant to the study because
the analysis would emphasize comparing the behavioral
characteristics rather than reflecting the exact composition
of the travellers constituting the market.
3.5 Data Processing
The questionnaires returned were then coded and a
file with the respondents' information in numerical form was
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thus created. A computer program for cross-tabulating the
data was used to generate tables, with selected questions
as row variables and other relevant data as column variables.
In the tables, both "column percentages" and "row percentages"
(Appendix 4) representing each item in proportion to its
pertinent classes were shown.
4.0 A GENERAL REVIEW OF THE TRAVEL MARKET
4.1 The growth in the Number of Travellers
It might be recalled that about half a decade ago
travelling was more or less a symbol of prestige in Hong
Kong. It seemed that only the wealthier people would
spend that lot of money on travelling for vacation. Then
there came the time when small traders, white collar
workers, laborers, and housewives from the middle class
also talked about their trips or plans for travelling.
Statistics show that the total number of Hong Kong people
travelling overseas has increased at a rapid pace year after
year: (28)
Year No. of Hong Kong residents who Growth rate






To trace the causes underlying this enormous growth
in the number of travellers, perhaps what Ronald E. Frank,
William F. Massy and Yoram Wind cited in Market Segmentation
can help explain part of the reason. In their words, "the
increased affluence and higher educational levels of
consumers" made the consumers' consumption patterns
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diversified. People have more options when they are well
off than when they are not and education coupled with
extra time leads to broader interests and thus more
diversified consumption patterns. These manifest themselves
in many ways: for example, increased interest in labor-
saving products (new types of durable goods and prepared
foods), the explosion of demand for leisure-time-oriented
goods and services, and an increased concern with variety
for its own sake (7, p.5). Francesco M. Nicosia in Consumer
Decision Processes says more or less the same thing: If
the consumer's income is more than he needs for survival...
will he spend more on durable or non-durable products, or
on services? When he is freed from economic constraints,
his opportunity for self-expression expands (16, p.4). It
cannot be denied that people in Hong Kong were enjoying a
general rise in their living standards until the economic
slowdown which has occurred during recent years. It is this
growth towards an affluent society that changed people's
philosophy about the relation between work and leisure.
It is therefore reasonable to believe that owing to a general
and gradual increase in income, people in Hong Kong were more
willing to spend a portion of their savings in pleasure-
seeking activities like travelling.
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4.2 Popular Places for Travellers
Among all the places where travellers went, Taiwan
was the most popular spot of attraction. In 1974 alone,
the total number of travellers who returned from Taiwan
represented about thirty-eight percent of all the overseas
travellers who returned to Hong Kong that year. The increase










Despite the recent unfavourable economic situation,
the growth rate was still substantial in 1974. According
to the practitioners in the business, there are several
reasons contributing to Taiwan's popularity:
1. It is comparatively cheaper to travel to this
place than to other countries.
2. Less time is needed to gain an entry permit to
Taiwan.
3. Taiwan has the largest Chinese community, after
Mainland China.
Japan is the other country which attracted many Hong
Kong tourists. The travellers liked its varied entertainment,
-
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fantastic scenery and modern cities. However, Hong Kong









With a growth rate of about 155%, the Philippines
had achieved a fantastic year in inviting Hong Kong tour-









People touring the three Southeast Asian countries--
Singapore, Malaysia and Thailand--constituted another large
submarket for travel agents. As in the case of Taiwan,
this area attracted the Hong Kong travellers because of
cheaper travelling fares, lower accomodation costs, larger
Chinese communities and hence less language barriers. The
figures for Hong Kong travellers who returned from these











It was only about a couple of years ago that travel
agents started to organize group tours to Western countries,
Such kind of tours shrank as inflation hit the countries
concerned. However, practitioners in the travel business
maintain that these places contain high potential as a
submarket and may become popular when the economic
condition betters. Figures showing Hong Kong residents
who returned from Europe (including the United Kingdom)
and from America (including the U.S.A., Canada, Central and
South America) are listed separately below: (28)
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4.3 Booming Travel Agencies and Their Practices
According to a spokesman of the Research Department of
the Hong Kong Tourist Association, a conservative estimate
of expenditures for each Hong Kong traveller's trip was
about HK$3,000 (26). Based on this assumption, it can
be calculated that the amount spent by Hong Kong people on
travelling was about HK$426,000,000 in 1970. The amount
spent in the consecutive years surely grew with the increasing
number of travellers. Impressed by the size and potential
of the market, businessmen kept rushing into the business,
resulting in a boom of travel agencies which became obvious
in 1971. At that time, the number of travel agents in Hong
Kong was about 200 (25) and it continued to increase, reaching
a total of about 400 in 19741. Another reason accounting
for this rapid increase in travel agencies, as told by some
knowledgeable personnel in the business (20) is that with
very little capital a travel agent can run a small business.
To register with the government, only twenty dollars was
required, and it was not a joke that some agencies had no
fixed assets of any kind except a telephone and some furniture
in a small rented office. In making profits, travel agencies
usually charged their customers for helping them handle
travel documents. They could obtain rebates from the airlines
from which their customers' air tickets were purchased. Some
1 This figure is obtained by checking the Hong Kong Directory.
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airlines might have promised to offer one extra "free" ticket
for the travel agent who brought them fifteen customers.
Others agreed to pay advertising expenses for the travel
agent whose customers bought tickets from their companies.
Sometimes, the travel agent had enough customers to charter
a flight, and the air fare was ceiftainly cheaper for them.
From the hotels where their customers resided, travel agents
could also get a rebate, and from companies leasing touring
vehicles, a discount more frequently was given. Rebates could
also be obtained from where their customers bought things,
had meals, entertainments themselves, etc.
Travel agents not only had many ways to earn their
profit they also had plenty of means to attract business.
Some of them organised joint tours with newspapers some
claimed that they were sponsored by airlines, and many of
them had tours with different titles appealing to different
segments of the market: tour for people wishing to gamble in
Las Vagas, tour for people wishing to have medical check-ups,
tour for aged mothers, tour for men only, etc. Advertisements
were used extensively and sometimes it made a customers
confused if he tried to select a group tour to join by looking
at newspaper advertisements.
4.4 Competition and Hard Times
As more and more businessmen swarmed into the market,
competition became rough. Travel agencies were vying by
every means to attract customers. There were agencies that
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distributed giveaways, allowed their customers to pay the
fees by instalments or to even pay after travels were
completed, promised to let their customers choose their own
hotels or fix their own dates for return (21). There were
even agents who provided private automobiles for the
customers to drive around at the destination (24). More
often, there were agencies that frantically cut their prices,
leaving a very small profit margin for themselves. Experienced
practitioners in the business recalled that during this period,
an increase in promotion costs and the price-cutting to meet
competition had caused the industry's profit to drop and made
management of this kind of business difficult.
Then there came the complaints from customers, claiming
that the programmes arranged by the agents during their travel
were not in accordance with what had been announced before-
hand. Dissatisfaction from customers also arose when they
found the tours cancelled suddenly, or when they were trans-
fered to another agent's group. The most serious case
happened in December 1973 when a group of travellers touring
Taiwan discovered their agent neither arranged a hotel nor
return trip for them (22). This incident drew public attention
to the malpractices of travel agents and the government was
urged to impose restrictions on the operation of group tours
to protect the customers. The effect of all such complaints
and criticism did not result in government action, but the
reputation of the whole industry was harmed. Some well-
32
established agencies were able to maintain business, but
smaller and newer companies suffered at this time.
The situation was aggravated when the worldwide economic
recession cast its influence. Within the first three months
in 1974, air fares had risen twice (23). At destinations
hotel charges also rose by twenty to thirty percent on the
average. Actually, a general rise in prices existed in all
kinds of items, such as touring vehicles, entertainments,
and food. To cope with the soaring prices, travel agents
were forced to raise their charges, some of which were as
high as thirty percent. This naturally made more travellers
hesitate to take a trip by group tour. Fewer customers and
higher costs made certain agencies lose ground, while the
stronger ones remained to fight through the hard times.
4.5 Life Cycle of a Product
By the end of 1973 and towards the beginning of the
following year, the market situation disappointed many
practitioners in the field. However, there were several
reputed agencies that managed to achieve a satisfactory
business record. One large travel agency claimed that in
1973 alone, 5,746 Hong Kong people had joined its tours (23).
At the close of 1974, signs of resumption of the business
seemed to appear. Many practitioners were then expressing
an optimistic viewpoint on the future of the market.
To conclude this chapter, the concept of "Product
Life-cycle" is introduced to help clarify the travel market's
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present and future situation.
Every product has its life-cycle, which can be divided
into four major stages by observing its market character-
istics like total market sales, total market profit and the
intensity of competition in the market. Figure (4.1)
illustrates the general relationship of the three character-
istics mentioned above.
FIGURE 4.1











The general characteristics for each of the four
stages in a product's life-cycle can be summarized as follows:
(17, P•556), (11, p.123), (4, p.220), (13, P•3k5)
1. Market Pioneering
a. There is virtually no competition because
only the innovator is in the markets
b. Promotion is aggressive so as to stimulate
primary demand.
c. Sales rise very slowly because there is only
the innovator group of buyers.
d. Usually losses occur because large amount
of money is invested in expection of future
profits.
2. Market Growth
a. Competitors start entering the market.
b. Promotion emphasizes brand advantages.
c. Sales increase at a fast rate.
d. This is the time of peak profitability.
3. Market Maturity
a. Competition grows more and more intense,
b. Heavy promotion stresses subtle differences
on the particular brand.
c. Sales continue to increase but at a decreasing
rate, eventually levelling off as the market
becomes saturated.
d. Profit continues to decline.
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e. Consumers become increasingly reluctant to
spend time searching for particular brands
and more hesitant to take unknown brands.
Thus well-known companies fare considerably
better than less fortunate competitors.
Only those companies with extremely effect-
ive marketing programs succeed in enlarging
the market shares.
4. Market Decline
a. Price competition becomes more vigorous and
price-cutting has become the main weapon for
competition.
b. Number of competitors shrinks, most manage-
ment shifts to other products.
c. Industry sales drop off, though some firms
retain some sales by appealing to the most
loyal target customers.
d. The product is gradually replaced by the
new innovation or by the evolving change in
consumer behavior.
Tracing back the history of the travel market, it can
be observed that the business seems to have undergone the
Market Growth period during.past few years. It bore a tre-
mendous increase in customers as well as an increase in the
number of competitors attracted by the profitability of the
business. Later the market was flooded with competitors,
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each using heavy promotion to imphasize its own advantages.
Price-cutting was used to compete for business, and there
was a leveling off in industry's sales. Some companies
were forced out of the business while well-established ones
maintained firm footholds. Judging from the above symptoms,
one might conclude that the travel market had already reached
its Market Maturity stage and was approaching its period of
Market Decline. However, before such a statement can be
made, the environmental interruption--the economic pressure
--should not be neglected because it might be the main factor
causing the market growth to stiffen, thus resulting in a
deviation of the characteristics concerned. Therefore, it
is reasonable to believe that the travel market has reached
its Market Maturity period, but whether this stage is going
to last long or not cannot be told.
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5.0 FINDINGS AND ANALYSES
Following the manner which the questions in the
questionnaire are classified (Section 3.2), the findings
presented in this chapter are also grouped under six
categories:
1. Demographic particulars of the travellers.
2. The travellers' last travelling experience.
3. The travellers' attitudes towards travel agents
and agency tours.
4. The travellers' preferences for group tours.
5. The travellers' future plans for travelling.
6. The travellers' perceptions of travelling.
Under these subtitles, the findings are analysed--
some with the help of graphic exhibits. To facilitate
analysis, a method (Appendix 3) using scores to indicate
the intensity of the respondents' attitudes is also applied.
5.1 Demographic Particulars of the Travellers
According to the findings, travellers in the age groups
of twenty-one to thirty and thirty-one to fifty represent
the majority. The younger and older groups represent only
about twenty percent of all respondents. Exhibit (5.1)
shows the distribution of travellers in the four age groups:
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Age 21 - 30
40.2% Age below 20
5.4%
Age above 5014.1%
40.2%Age 31 - 5O
EXHIBIT 5.1 AGE OF TRAVELLERS
Findings reveal that the proportion of male travellers




EXHIBIT 5.2 SEX OF TRAVELLERS
Findings also show that most of the travellers are
married. Exhibit 5.3 gives the exact percentages with





EXHIBIT 5.3 MARITAL STATUS OF THE TRAVELLERS
Most of the travellers had received a considerable
amount of education. Those who had completed secondary school
education or higher represent quite a large percentage, as









EXHIBIT 5.4 EDUCATION OF THE TARAVELLERS
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Nine persons or 9.8%
more
EXHIBIT 5.5 SIZE OF FAMILY OF THE TRAVELLERS
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Exhibit 5.6 below shows that with respect to
occupation, those "not employed" (most of whom are house-
wives and students(, white-collar workers and business



















EXHIBIT 5.6 OCCUPATIONS OF THE TRAVELLERS
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Finally, the breakdown of the travellers' various





HK$3,001 - 4,000 11s.2%
17.4%HK$4,001 - 5,000
HK$5,001 or above 17.4%
EXHIBIT 5.7 FAMILY MONTHLY INCOME
OF THE TRAVELLERS
5.2 The Travellers' Last Travelling Experience
The findings reveal that the three months when most
travellers took their trips were April, August and December.
The major reason for this phenonmena may be that there are
holidays of longer duration within these three months.











March Nov.May July Sept.Jan.
Dec.Oct.AugustJuneAprilFeb.
EXHIBIT 5.8 MONTHS IN WHICH THE TRAVELLERS
TOOK THEIR TRIPS
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Somewhat matching the statistics released by the
Hong Kong Tourist Association (Section 4.2), Taiwan is
found to have attracted most Hong Kong travellers, followed
by travellers going to Singapore, Malaysia and Thailand
grouped together. Japan and Europe were the two other
popular places which attracted about a quarter of all
travellers. The distribution of the travellers who travelled











EXHIBIT 5.9 DESTINATIONS OF THE TRIPS
TAKEN BY THE TRAVELLERS
Findings indicate that about half of the travellers
(51.1%) made use of personal holidays to have their trips
20.7% made use of public holidays. Another 23.9% represented
those students and teachers who travelled during summer
vacations and housewives who travelled at any time they




When asked about their motives for taking the trips,
over half of the travellers (54.3%) answered that they had
other reasons besides travelling for vacation. The other
45.7% travelled for pleasure only.
Another finding indicates that a large portion of
the travellers joined group tours: 53.3% joined those
organised by travel agents 15.2% joined those organised
by other organizations, such as students' organizations,
employee's unions, religious groups, etc. The remaining
31.5% are those travellers who did not join group tours for
their trips.
Answering the question about the number of friends
accompanying them, 55.4% of the respondents said that there
was none, while the other 44.6% replied that there was one or









EXHIBIT 5.10 NUMBER OF FRIENDS ACCOMPANYING
THE TRAVELLER
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Concerning the immediate family members accompanying
the travellers, 62% of the respondents said that no family
member went with them. It should be noted that many
travellers went in couples, many of whom were just newly
married. Other cases represent only a little more than ten





WithWith (Other (NoSingle Married
traveller couple children parents cases) answer
EXHIBIT 5.11 MEMBER OF IMMEDIATE FAMILY
ACCOMPANYING THE TRAVELLER
As for the trip expenditures, it was calculated that
the average expenditure for a trip per head was about
HK$2,885. Average expenditure for residence and meals was
about HK$837, for travelling fares about HK$1,370, for
entertainments about HK$371, and for shopping about HK$498.2
These figures for separate items, when added up, resemble
2 Some respondents left certain items concerning expenditure
blank, therefore the average amounts for the separate items
when added up do not necessarily equal the average amount
for total expenditure.
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the amount cited by a knowledgeable person in the travel
business (Section 4.3).
It is also found, as shown in Exhibit 5.12, that over
half of the travellers had travelled only once, while 41.3%






Five or (No answer)FourThreeTwoOne
more
EXHIBIT 5.12 NUMBER OF TIMES THE
TRAVELLERS HAD TRAVELLED
Another finding shows that most of the travellers
got to know about the tours they joined either through
recommendations of friends and relatives (32.6%), or through
advertisements in newspapers (22.8%). A smaller portion
(4.3%) answered through advertisements on televisions and
6.5% answered through other circumstances" (such as posters).
None of the respondents replied through advertisements in
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magazines" and 33.7% gave no answer about this question.
There are also findings indicating that:
--the majority of the travellers used their own savings for
the expenses of the trip, as shown in Exhibit 5.13;
--about forty percent of the travellers took their trips
because of other people's initiation, as shown in
Exhibit 5.14
--thirty-eight percent of the travellers had problems
communicating with the people at the destinations
--the majority of the travellers resided in hotels most








EXHIBIT 5.13 THE TRAVELLERS' MAIN SOURCE


























EXHIBIT 5.15 RESIDENTIAL PLACE OF THE
TRAVELLER DURING THE TRIP
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5.3 The Travellers' Attitudes Towards
Travel Agents and Their Tours
When the travellers were asked the reasons for
joining group tours, the largest portion of them answered
that they would be saved the troubles in handling travel
documents (43.7%). There were also many who said that they
wanted to have a guide for the trip (39.1%), or they wanted
to have a more efficient itinerary arrangement (30.4%).
All these are shown in Exhibit 5.163 below:
To save trouble in handling
45.7%travel documents
To have a guide for the trip 39.1%
To have a more efficient
itinerary arrangement 30.4%
23.9%To be with more people
To save money 18.5%
4.3%(Other reasons)
EXHIBIT 5.16 REASONS FOR JOINING GROUP TOUR
Regarding the unfavourable comments given, by the
travellers about the group tours, about twenty-seven
percent said that the time arranged for the activities
was not enough. About fifteen percent complained that the
guides' services were not good, another 14.1% considered
the time arranged for private activities was not sufficient.
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Contrary to what the public might expect, only eleven percent
of the travellers who had joined group tours complained that
the activities arranged by the travel agents were not in
accordance with that announced beforehand. Other comments
besides the mentioned are listed in Exhibit 5.17.3
The time arranged for the
27.2%activities was not enough
everything was in a hurry
The guides' services were
15.2%
not good
The time arranged for private 14.1%
activities was not enough
The time arranged were not in
accordance with that 10.9%
announced beforehand





did not suit my taste
6.5%(Other comments)
The travellers in the tour
2.2%could not get along
happily
EXHIBIT 5.17 UNFAVOURABLE COMMENTS ABOUT
GROUP TOURS JOINED
The respondents for the question were those who had




As for the statement Services offered by travel
agents usually are different from what they have announced
beforehand. There were more travellers who agreed (57.6%)
than those who did not (35.9%). Since this question was
answered by all respondents, whether they had joined a
group tour or not, it seems that travellers who had joined
group tours organized by travel agents tended to give a
more favourable viewpoint towards the cited statement than
those who did not. This implication is derived by comparing








EXHIBIT 5.18 OPINIONS ABOUT THE STATEMENT
SERVICES OFFERED BY TRAVEL
AGENTS USUALLY ARE DIFFERENT
FROM WHAT THEY HAVE ANNOUNCED
BEFOREHAND
Verifying this point, Exhibit 5.19 similarly shows
giving that travellers who had joined group tours organised
by travel agents were less likely to say that services
offered by travel agents usually were different from what
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they had announced beforehand than those who did not. A
large portion (76.3%) of the travellers who did not join
group tours for their last trips or who joined group tours
organised by other organizations agreed with the statement,
while only 49% of those who had joined tours organised by














EXHIBIT 5.19 FORM OF TRIP VERSUS ATTITUDE TOWARDS
THE STATEMENT SERVICES OFFERED BY
TRAVEL AGENTS USUALLY ARE DIFFERENT
FROM WHAT THEY HAVE ANNOUNCED BEFORE-
HAND
Concerning the aspects that made the travellers feel
confident about travel agents, the most frequent cited ones
were: travel agencies which are well-established (39.1%)
travel agencies which are recommended by friends (38%).
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travel agencies which are members of the Hong Kong Tourist
Association or Hong Kong Association of Travel Agents
(18.5%), as can be seen in Exhibit 5.20.4
A travel agent that is well-
39.1%
established
A travel agent recommended
38.0%
by friends
A travel agent which is a
member of the Hong Kong Tourist
18.5%
Association/The Hong Kong
Association of Travel Agents
A travel agent which has
connections with organizations
15.2%
such as airlines, broadcasting
companies, newspapers, etc.
A travel agent which offers
7.6%
more tours
A travel agent which has
l.1%
strong advertisements
A travel agent which has a
l.l%
large office
13.0%(None of the above)
EXHIBIT 5.20 ASPECTS THAT MADE TRAVELLERS
FEEL CONFIDENT ABOUT THE
TRAVEL AGENCIES




5.4 The Travellers' Preferences for Group Tours
In this section, travellers' attitudes on the
following items are analysed:
1. Aspects about the group tour to be considered
when the traveller is deciding to join one.
2. Preferences for the activities arranged for a
group tour*
3. Aspects about the members in a tour.
4. Preferences for the type of tour.
5. Preferences for the number of travellers in a
tour.
6. Preferences for the guide of a tour, with respect
to sex and age.
For the first three items, respondents' attitudes
are indicated by the ratings they had given, namely,
very important, important, somewhat important, not important.
To measure the intensity of the respondents' attitudes and
facilitate comparison between various aspects, a method
which is described in Appendix 2 is used. The points







Applying this method to the question about the
respondents' attitudes towards the various aspects they
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would consider when deciding to join a group tour, it is
found that the reliability of the organizer was regarded
as most important, followed by "the programmes,"the
services of the guides, the accomodations," the fee"
and the travellers in the tour." Exhibit 5.21 summarizes
the ratings given the respondents and Exhibit 5.22 compares
the degree of importance for the various aspects.
NotSomewhatVery
import ant importantimportant (Important




The travellers 16.3%28.3%16.3% 38.0%
in the tour
1.1%43.5% 10.9%44.6%The programmes
The services of l.l%17.4%42.4%39.1%
the guides
EXHIBIT 5.21 RATINGS GIVEN BY THE
RESPONDENTS IN DECIDING













in the tour +3 +2 0 -1 -2
Scores
EXHIBIT 5.22 THE INTENSITY OFTHE RESPONDENTS'
ATTITUDES TOWARDS THE VARIOUS
ASPECTS OF A GROUP TOUR
58
59
Using the same method, in regard to the activities
arranged for a group tour, "sightseeing" was considered
by the travellers as most important, while "having sports
activities" as least important. Exhibit 5.23 is a summary
of the ratings given by the respondents and Exhibit 5.24
compares the degree of importance for the various activities.
NotSomewhatVery
important Important important important
0%2.2%26.1%Sightseeing 70.7%
Going to night- 22.8%8.7% 35.9%31.5%
clubs, etc.
Visiting places
4.3%15.2%43 .5%of historical 35.9%
interest
45.7% 17.4%26.1% 9.8%Visiting Museums
Exploring non- 26.1%26.1%10.9% 37.0%
tourist areas
48.9% 22.8%18.5%Shopping 9.8%
Meeting people 26.1%8.7% 30.4%33.7%
there
Having sports 22.8%1.1% 70.7%5.4%
activities
EXHIBIT 5.23 RATINGS GIVEN BY THE
RESPONDENTS REGARDING
THE ACTIVITIES

















activities +3 +2 +1 0 -1 -2
Scores
EXHIBIT 5.24 THE INTENSITY OF THE RESPONDENTS'
ATTITUDES TOWARDS THE ACTIVITIES
ARRANGED FOR A GROUP TOUR
Regarding the travellers in a tour, the respondents'
attitudes are also summarized in Exhibit 5.25 5, and their







19.6%42.4%26.1% 9.8%share the same
hobbies with you
Travellers who




have the type of 67.4%19.6%7.6%3.3%
occupation similar
to yours
EXHIBIT 5.25 RATINGS GIVEN BY THE RESPONDENTS
REGARDING THE TRAVELLERS IN A
TOUR
The percentages showing the different levels of rating
need .not necessarily add up to 100% because there are
cases where respondents gave no answer.
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3 +2 +1 0 -1 -2
to yours
Scores
EXHIBIT 5.26 THE INTENSITY OF THE RESPONDENTS'
ATTITUDES TOWARDS THE TRAVELLERS
IN A GROUP TOUR
Further analysis reveals that respondents in different
age groups show different intensities in their attitudes
towards the various aspects concerning travellers in a
group tour. Younger respondents tended to consider the
various aspects as more important. However, there is one
exception to this tendency. Travellers who aged above
fifty regarded "similar occupation as more important, compared







Above 50 3 +2 +l 0 -1 -2
Scores
Travellers who are auouz your age
Travellers who share the same
hobbies with you
Travellers who have the level
of education similar to yours
Travellers who have the type of
occupation similar to yours
EXHIBIT 5.27 THE INTENSITY OF ATTITUDES OF RESPONDENTS
IN DIFFERENT AGE GROUPS TOWARDS THE
VARIOUS ASPECTS OF THE TRAVELLERS
CONSTITUTING A GROUP TOUR
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In this section, there are also findings indicating
that:
--the largest proportion of the respondents preferred a
somewhat economical" tour (56.5%) about one-third of
the respondents would choose a "somewhat luxurious" tour,
as shown in Exhibit 5.28.
--the majority of the respondents (68.5%) preferred a tour
consisting of eleven to thirty travellers, as shown in
Exhibit 5.29.
--there were more travellers (45.7%) who preferred guides
under thirty years of age than those who preferred guides
over thirty years of age (16.3%). There are also many
(37%) who said that they did not mind about the age and
sex of the guides, as shown in Exhibit 5.30.







EXHIBIT 5.28 TYPES OF TOUR PREFERRED
BY THE RESPONDENTS




More than 40 travellers 7.6%
EXHIBIT 5.29 NUMBER OF TRAVELLERS IN A
TOUR PREFERRED BY THE
RESPONDENTS
25.0%Male under thirty years of age
20.7%Female under thirty years of age
12.0%Male over thirty years of age
4.3%Female over thirty years of age
(Sex and age don't matter) 37.0%
1.1%(No answer)
EXHIBIT 5.30 TOUR GUIDE PREFERRED
BY THE RESPONDENTS
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5.5 The Travellers' Future Plan in Travelling
According to the findings, a substantial portion
(42.4%) of the respondents answered that they planned to
travel within a year. Those who answered they had not yet
decided to travel represent about 30.0% (Exhibit 5.31).
This indicates that the people who had travelled before
would very likely take another trip again. This can be
a very prospective segment of the market if marketers in
the business aim their strategies at encouraging repeat
purchase."
42.4%Respondents who have plans
Respondents who have no plan 28.3%
Respondents who have not decided 29.3%
EXHIBIT 5.31 PLAN TO TRAVEL WITHIN A YEAR
Reviewing the places where the respondents planned
to travel, it was found the three South-east Asian countries
--Singapore, Malaysia, and Thailand--continue to be popular
(20.5%). A considerable proportion of respondents also
planned to take a trip to Taiwan (17.9%), or Europe (17.9%),













EXHIBIT 5.32 DESTINATION OF THE PLANNED TRIPS
For travel agents which organize group tours, the
information that nearly half (46.2%) of the respondents
who had plans of travel would join a group tour may be
inspiring (Exhibit 5.33). When respondent who answered
that they did not plan to travel were asked what made them
say so, over half of them (53.8%) claimed that they had to
save more money before taking another trip, about 20% said
they had just travelled not long before, and another 15.4%
said they did not have time to travel. It seems that the
crash of stock market years ago then did not much influence
the travellers intention to travel, while the effect of
economic recession also should not be exaggerated (Exhibit
5.34).
46.2%Will join a group tour
28.2%Will not join a group tour
25.6%INot yet decided
EXHIBIT 5.33 WHETHER OR NOT TO JOIN A GROUP
TOUR FOR THE PLANNED TRIP
Do not have time to travel 15.4%
Do not want to spend money on
0.0%travelling because of loss in
the stock market
Do not want to spend money on
travelling because the economic 7.7%
situation in Hong Kong is bad





Have to save more money
53.8%before taking another trip
(Other reasons) 0.0%
EXHIBIT 5.34 REASONS FOR NOT HAVING
A PLAN TO TRAVEL
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5.6 The Travellers' Perception of Travelling
For analytical purpose, three demographic variables
are cross-hatched separately with different degrees of
intensity in attitude towards the statement "Travelling is
a symbol of prestige." In so doing it is revealed whether
respondents in different age groups, with different
educational levels and in different family income brackets
hold different attitudes towards the cited statement. The
method described in Section 5.4 is again used in the analysis.










With the aid of this method it was found that respond-
ents in the three age groups-- below twenty, twenty-one to
thirty, above fifty-- hold more or less the same attitude
towards the statement: they generally disagree that travel-
ling is a symbol of prestige. The group of respondents
aged from thirty-one to fifty, however, show a somewhat
lower intensity of attitude in disagreeing with the same









+3 +2 +1 0 -1 -2 -3
EXHIBIT 5.35 ATTITUDES OF THE RESPONDENTS IN DIFFERENT
AGE GROUPS TOWARDS THE STATEMENT "TRAVEL-
LINGIS A SYMBOL OF PRESTIGE"
Regarding the educational factor, it can be seen from
Exhibit 5.36 that respondents who have secondary education
hold a disagree attitude. While the educational level of
respondents rises, their "intensity of disagreement" lowers.
The same trend seems to occur as the educational level goes
below secondary education. However, these contradicting
results may be caused by the inability of the respondents










University +3 +2 +1 0 -1 -2 -3
Scores
EXHIBIT 5.36 ATTITUDES OF THE RESPONDENTS AT
DIFFERENT EDUCATION LEVELS TOWARDS
THE STATEMENT "TRAVELLING IS A
SYMBOL OF PRESTIGE"
Using the "family monthly income" as a variable, it
was found that respondents in lower income groups were more
likely to disagree with the cited statement than those in
higher income groups. Somewhat deviating from this trend
is the group having family monthy income of HK$3,001-4,000.

















5,000 +3 +2 +1 0 -1 -2 -3
Scores
EXHIBIT 5.37 ATTITUDES OF THE RESPONDENTS IN DIFFERENT
FAMILY MONLY INCOME GROUPS TOWARDS THE
STATEMENT "TRAVELLING IS A SYMBOL OF
PRESTIGE"
6.0 CONCLUSION AND RECOMMENDATION
6.1 Travelling--A leisure time activity
In an economy growing affluent, people will not
only have more discretionary income (Section 4.l), but
also more free time to spend at their own discretion.
Edward W. Cundiff and Richard R. Still use the economic
concept of "opportunity cost" to elaborate the continuing
trend toward "more free time for more people":
Essentially, this explanation boils down to the
proposition that as economic productivity rises, the
opportunity to choose between work and leisure rises with
it. One authority on the subject of le .sure states the
argument this way: 'The value of free time to the worker
is in a sense set by what economists might call its
opportunity cost that is, free hours are chosen by
the wage- or salary-earner because they are worth more
to-him than the opportunity to raise the country's output
and thus indirectly make available to him a larger volume
of goods. The opportunity cost of leisure rises as
standards of living rise' (4, p.177)
The afore-cited concept can also be applied to
explain the philosophy of the Hong Kong people about their
way of lif a o Rather than saving most of their income for
future use, people tend to spend more for current enjoyment.
Marketers in the travel business can therefore presume that
the popularity of travelling will last so far as people's
discretionary income and time continue to increase, taking
into account other environmental factors which may also
affect people's willingness to travel.
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6.2 Marketing of Services
Services may be defined as "activities, benefits, or
satisfactions which are offered for sale or are provided
in connection with the sale of goods" (17, p.248). What
the travel agencies sell to the travellers is essentially
a kind of service. With this idea in mind, marketers in
travel business will be more able to plan appropriate mar-
keting strategies.
Weldon J. Taylor and Roy T. Shaw, Jr. mention five
points which are significant in the marketing of services.
"First, the services industries have been growing faster
than the product industries--they have been taking a
larger share of the consumer's dollar and are the source
of a growing share of the national income. Second, as
income increase and the population becomes more affluent,
this trend will probably continue. Third, productivity
in the service area has not advanced as fast as productivity
in the goods area primarily because of the heterogeneous
nature of services. Fourth, service price are increasing
faster than the prices of goods. Fifth, competitive innova-
tion and promotion are becoming a very significant part of
the marketing of services" (17, p.273). From what they have
said, it is hoped that executives in the travel business can
have some inspirations in the management of their business.
While planning their strategies, the marketers should not
forget the customer--the basic ingredient in marketing. It
should be reminded that the ultimate success of a product
or a service depends upon the voluntary choice of the
consumer (17, p.539), and the use of unscrupulous means
to attract business will harm the future of whole travel
industry, including the user itself.
6.3 Selecting Target Markets
As discussed Section 2.5 a business attempting to
appeal to the whole mass market would receive less chance
in being successful than when appealing to a group bearing
homogeneous preferences in purchasing. To carry out marketing
strategies more efficiently, it is advisable for the executives
to select their target markets which they are able to serve.
The concept of market segmentation helps in the identifica-
tion of the submarkets available to the marketers and is
useful in the selection of target markets. The findings of
the study give a rough sketch about the consumers composing
the travel market. Although the data are by no means adequate
for the purpose of market segmentation, they may enable the
marketers to focus on further investigation.
6.4 Coordinating the Strategies
With the Market
To the planners of the marketing strategies, informa-
tion about the market is indispensable. For this reason,
this paper had devoted most of its effort to provide
executives in the travel business with information about
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the consumers comprising the market. Regarding the other
facets of the market--such as the sales and profit trends
of the business, the promotion programs and product
innovations put forth by the competitors, the economic
and political factors influencing the marketplace--the
marketers themselves should keep searching for up-tp-date
information and be able to respond quickly and wisely
through careful planning of and adjusting marketing
strategies. What is presented in Section 4.5--the concept
of product life cycle--may help to explain some of the
bewildering questions facing a marketer: When should the
company prepare for competition? What emphasis should be
put on the company's promotional blend? Why is there a
profit decline despite a sales increase? Is the market
saturated and should the company push further? When should
the company adopt product differentiation or product
innovation to get a larger market share? Tracing the
history of the travel business, it seems that the travel
market has reached a stage of maturity. It is therefore
recommendated that the marketers concerned should be aware
of this point and coordinate their marketing mix accordingly.
6.5 Concluding Remarks
This paper, through the presentation of a consumer
profile, provides information about the consumers con.
stituting the travel market. Since every company has its
own goals, policies, resources, capacities and constraints,
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executivesof each individual company should evaluate his
company's situation, and apply his own judgment when using
the provided data. Rather than giving any specific recom-
mendation to the marketing institutions in the travel
business, this concluding chapter is, therefore, devoted






The Linnan Institute of Business Administration
The Chinese University of Hong Kong
A Profile of the Hong Kong Residents Touring Overseas
- Questionnaire II-
This is a survey conducted by Wong Sai Cho, a graduate student at the
Lingnan Institute of Business Administration, The Chinese University
of Hong Kong. The data collected will be used as a basis for his
Master's thesis. The information you give will be kept strictly
confidential. Your help will be appreciated very much.
Note: You need not mention your name and address for this interview.
Screening questions:
1. Are you a Hong Kong Resident?
If the answer is No, terminate the interview.
2. Have you ever travelled overseas mainly for vacation?
If the answer is No, terminate the interview.
For the following questions, place " "in the appropriate " ":
1. When did you last travel and what was your destination?
toFrom
(place)(month/year)(month/year)
2. Besides travelling for pleasure, did you have any other reason
for taking that trip? (You may check more than one box)
Yes.
I also wanted to do something about business
I also wanted to visit my friends/relatives
I also wanted to have a medical check-up
(Other reasons:
No












more than four friends
No
5. When you took that trip, you were
On a public holiday, such as Christmas holiday
On a personal vacation granted by your company
In retirement
(Other cases:














8. Which of the following forms applies to your trip?
Group tour organized by travel agent
Group tour organized by other organization
(Please specify:
Not group tour
(Ask question 9- 11 if the interviewee joined a group tour)
9. Why did you join the group tour? (You may check more than one box)
To save.money
To save trouble in handling travel documents
To be with more people
To have a guide for the trip
To have a more efficient itinerary arrangement
(Other reasons:
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10, How did you get to know the tour you joined?
Through the recommendations of friends/relatives
Through the advertisements on television
Through the advertisements in newspapers
Through the advertisements in magazines
I Through other circumstances:
11. Do you have any unfavourable comments about the group tour you
Joined? (You may check more than one box)
The activities arranged did not suit my taste
The activities arranged were not in accordance with
those announced beforehand
The guides' services were not good
The time arranged for the activities was not enough
everything was in a hurry
The time arranged for private activities was not enough
The enjoyment was not worth the expenditure
The travellers in the tour could not get along happily
(Other comments:
12. Do you agree that services offered by travel agents usually are






13. Some people regard "travelling as a symbol of prestige. How much






14. here didou stay most of the time during your trip
Hotel
I Apartment house rented on daily basis





15. Please give a rough estimate of your expenditures on each of the
following items: (For group tour)
travellers
For residence and meals HK$
HK$For travelling fares HK$
HK$For entertainment
For shopping HK$ HK$
Others HK$ HK$
Total expenditure HK$HK$




17. Given the following aspects, which do you think would make you feel
confident about the travel agent concerned?
A travel agent who has strong advertisements
A travel agent recommended by friends
A travel agent who has a large office
I A travel agent who has connections with organizations
such as airlines, broadcasting companies, etc.
A travel agent who is well-established
IA travel agent who offers more tours
IA travel agent who is a member of the Hong Kong Tourist
Association/the Hong Kong Association of Travel
Agents
None of the above




Very luxurious, deluxe accomodations
19. If you were going to join a tour, you. would choose one with




More than 40 travellers
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20. If you were going to join a tour, you would choose one with guides
who are
Male under thirty years of age
Female under thirty years of age
Male over thirty years of age
Female over thirty years of age
(Sex and age don't matter)
21. If you were going to join a tour, how would you rate the following:
Very NotSomewhat






















24. When you are deciding which group tour to join, how do you rate the
following:
NotSomewhatVery











25. Regarding the activities arranged for a tour, how do you rate the
following:
NotSomewhatVery


















26. Do you have any plans for travelling overseas as a tourist within
a year from now?
Yes, the destination will be
No
Not yet decided
27. (Ask this question if the answer for the above question is Yes)




28. (Ask this question if the answer for question 26 is "No") Why don't
you have any plan for travelling overseas within a year from now?
I do not have time to travel
I do not want to spend money on travelling because the
economic situation in Hong Kong is bad
I do not want to spend money in travelling because I
have lost some money in the stock market
I had just travelled not long before
I find travelling not interesting
I have to save more money before I can take another
trip
(Other reasons:

























THANK YOU VERY MUCH FOR YOUR HELP
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香 港 中 文 大 學 嶺 南 工 商 管 理 研 究 所
－ 香 港 居 民 旅 遊 海 外 者 之 型 態 研 究 －
此 項 調 查 之 結 果 ， 將 作 為 香 港 中 文 大 學 嶺 南 工 商 管 理 研 究
所 學 生 王 世 楚 之 碩 士 論 文 之 根 據 ， 閣 下 所 提 供 之 資 料 ， 將
予 嚴 格 守 秘 ， 謝 謝 合 作 。
注 意 ： 受 訪 問 者 須 為 本 港 居 民 ， 並 曾 往 海 外 （ 澳 門 ， 中 國 大 陸 除 外 ） 旅 遊 。
下 列 問 題 ， 請 置 於 適 當 格 子 內 ：
1. 你 上 一 次 旅 遊 是 在 什 麼 時 候 ？ 目 的 地 是 那 裏 ？
由 年 月 至 年 月 地 點 ：
2. 除 了 遊 覽 的 目 的 外 ， 你 那 次 旅 遊 有 沒 有 其 他 原 因 ？ （ 可 選 一 個 以 上 的 答 案 ）
有
為 了 生 意 探 親 購 物 其 他 原 因 ：
沒 有
3. 那 次 旅 遊 ， 你 有 沒 有 家 人 同 行 ？
單 身 一 人 夫 婦 二 人 攜 同 子 女 偕 同 父 母
4. 那 次 旅 遊 ， 你 有 沒 有 朋 友 同 行 ？
有
一 個 二 個 三 個 四 個 四 個 以 上
沒 有
5. 那 次 旅 遊 ， 你 是 利 用
公 眾 假 期 前 往 私 人 假 期 前 往 退 休 時 間 前 往
其 他 情 況 ：
6. 那 次 旅 遊 ， 你 的 用 費 的 主 要 來 源 是
自 己 父 母 子 女 公 司 其他：
7. 誰 令 你 動 了 作 那 次 旅 遊 的 念 頭 ？
自 己 朋 友 父 母 父 ＼ 妻 子 ＼ 女
雇 主 其 他 ：
8. 那 次 旅 遊 ， 你 是 否 參 加 旅 行 團 前 往 ？
是 旅 行 社 舉 辦 的 旅 行 團 不 是 旅 行 團
是 其 他 團 體 舉 辦 的 旅 行 團 （ 註 請 明 ： ）
（ 如 受 訪 問 者 是 參 加 旅 行 團 ， 請 答 第 9 至 11 題 ）
9. 你 為 什 麼 參 加 旅 行 團 ？ （ 可 選 一 個 以 上 的 答 案 ）
節 省 金 錢 省 却 辦 理 手 續 的 麻 煩 和 多 些 人 一 起 去
需 要 導 遊 希 望 節 目 安 排 更 妥 善 其 他 原 因
10. 你 怎 樣 得 知 有 這 一 個 旅 行 團 ？
親 友 介 紹 電 視 廣 告 報 告 廣 告 雜 誌 廣 告
其 他 情 況 ：
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11. 對 你 所 參 加 的 旅 行 團 ， 你 有 沒 有 什 麼 批 評 ？ （ 可 選 一 個 以 上 的 答 案 ）
節 目 不 合 口 味
節 目 與 行 前 公 佈 不 符
導 遊 服 務 不 好 各 項 節 目 時 間 不 足 夠
自 由 活 動 時 間 不 足 夠 所 得 享 受 不 值 得 所 繳 費 用
團 員 們 不 能 合 得 來 其 他 批 評 ：
12. 有 人 說 很 多 旅 行 團 的 節 目 與 行 前 不 佈 不 符 ， 你 贊 成 這 一 說 法 嗎 ？
絕 對 贊 成 很 贊 成 贊 成
不 贊 行 很 不 贊 成 絕 對 不 贊 行
13. 有 人 視 旅 遊 為 一 種 身 份 的 象 徵 ， 你 贊 成 這 看 法 嗎 ？
絕 對 贊 成 很 贊 成 贊 成
不 贊 成 很 不 贊 成 絕 對 不 贊 成
14. 在 旅 程 中 ， 你 多 數 時 間 是 住 在
酒 店 日 租 計 算 的 房 子 月 租 計 算 的 房 子
宿 舍 親 友 家 中 其 他 ：
15.
請 填 下 你 該 次 旅 遊 之 各 項 費 用 ：
（ 參 加 旅 行 團 適 用 ）
住 宿 及 食 用 港 幣 元
機 票 ＼ 交 通 費 港 幣 元 港 幣 元
娛 樂 節 目 港 幣 元
購 買 東 西 港 幣 元 港 幣 元
其 他 港 幣 元 港 幣 元
總 支 出 港 幣 元 港 幣
元
16. 在 目 的 地 ， 你 有 沒 有 困 難 與 當 地 的 人 士 交 談 ？
有 沒 有
17. 下 列 各 項 ， 你 認 為 那 一 項 可 令 你 對 某 一 旅 行 社 具 有 信 心 ？
有 大 量 廣 告 的 旅 行 社 朋 友 介 紹 的 旅 行 社
有 較 大 辦 公 室 的 旅 行 社
與 航 空 公 司 ， 廣 播 公 司 等 機 構 有 連 繫 的 旅 行 社
有 較 長 歷 史 的 旅 行 社 有 多 量 旅 行 團 的 旅 行 社
香 港 旅 遊 協 會 或 香 港 旅 行 社 協 會 的 會 員
以 上 各 項 不 能 給 予 信 心
18. 你 如 要 參 加 旅 行 團 ， 你 會 選 擇 一 個
最 為 便 宜 的 較 為 便 宜 的
較 為 豪 華 的 最 為 豪 華 的
19. 你 如 要 參 加 旅 行 團 ， 你 會 選 擇 一 個
少 過 十 人 的 十 一 至 二 十 人 的
二 十 一 至 三 十 人 的 三 十 一 至 四 十 人 的
超 過 四 十 人 的
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20. 你 如 要 參 加 旅 行 團 ， 你 會 選 擇 一 個 導 遊 其
年 齡 在 三 十 歲 以 下 （ 男 性 ） 年 齡 在 三 十 歲 以 下 （ 女 性 ）
年 齡 在 三 十 歲 以 上 （ 男 性 ） 年 齡 在 三 十 歲 以 上 （ 女 性 ）
（ 性 別 與 年 齡 不 重 要 ）
21.
如 你 要 參 加 旅 行 團 ， 你 認 為 下 列 各 項 的 重 要 性 如 何 ？
很 重 要 重 要 頗 重 要 不 重 要
團 員 們 年 齡 相 近
團 員 們 興 趣 相 近
團 員 們 教 育 程 度 相 近
團 員 們 職 業 相 近
22. 你 曾 經 往 海 外 旅 行 多 少 次 ？
一 次 二 次 三 次 四 次 五 次 或 以 上
23.
當 你 要 決 定 參 加 那 一 旅 行 團 時 ， 你 認 為 下 列 各 項 的 重 要 性 如 何 ？
很 重 要 重 要 頗 重 要 不 重 要
舉 辦 者 的 可 靠 性
費 用 的 多 少
食 住 水 準
團 員 的 性 質
節 目 的 安 排
導 遊 的 服 務
24.
就 旅 行 團 所 安 排 的 節 目 來 說 ， 你 認 為 下 列 各 項 的 重 要 性 如 何 ？
很 重 要 重 要 頗 重 要 不 重 要
欣 賞 風 景
往 夜 總 會 等 娛 樂 場 所
探 訪 古 蹟
往 博 物 館
往 非 旅 客 地 區 看 看
購 物
與 當 地 人 士 接 觸
體 育 活 動
25. 你 有 沒 有 計 劃 在 一 年 之 內 再 往 海 外 旅 遊 ？
有 ， 目 的 地 將 是
沒 有
還 未 決 定
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26. （ 如 上 題 答 案 是 有 ， 續 答 此 題 ） 你 會 參 加 旅 行 團 前 往 嗎 ？
會 不 會 還 未 決 定
27. （ 如 第 25 題 答 案 是 沒 有 ， 請 答 此 題 ） 你 為 什 麼 不 準 備 在 一 年 之 內 再
往 海 外 旅 遊 ？
沒 有 時 間 香 港 經 情 情 況 不 佳 ， 故 不 打 算 多 花 錢
香 港 股 市 情 況 不 佳 ， 故 不 打 算 多 花 錢
不 久 之 前 曾 作 旅 遊
對 旅 遊 不 感 興 趣
尚 未 儲 蓄 足 夠 金 錢 作 旅 遊 費 用
其 他 原 因 ：
28. 受 訪 問 人 的 資 料 ：
性 別 ： 男 女
婚 姻 狀 況 ： 未 婚 已 婚 離 婚 鰥 寡
職 業 ：
家 庭 人 數 ：
年 齡 ： 二 十 歲 以 下
二 十 一 至 三 十 歲
三 十 一 至 五 十 歲
五 十 歲 以 上
教 育 程 度 ： 未 受 教 育
小 學 中 學
中 學 畢 業 專 上 ＼ 大 學
每 月 收 入 （ 港 幣 ） ： 1001 元 以 下 1001-2000 元
2001 元 -3000 元 3001-4000 元
4001 元
-5000 元 5000 元 以 上
歡 迎 其 他 有 關 的 意 見 ：
謝 謝 合 作
APPENDIX 2
Confidential
The Lingnan Institute of Business Administration
The Chinese University of Hong Kong
A Profile of The HongKong Residents Touring Overseas
Questionnaire I
This is a survey conducted by Wong Sai Cho, a graduate student
at The Lingnan Institute of Business Administration, The
Chinese University of Hong Kong. The data collected will be
used as a basis for his Master's thesis. The information you
give will be kept strictly confidential and your kind
co-operation will be appreciated.
Name of the travel agency:
A. Group Tour
1. What percent of your customers travel on group tours
outside Hong Kong? -----------%
2. How often does your company organize outbound group tours?
Are they mostly organized during vacations, such as summer
vacations, Christmas holidays, Easter holidays, New Year
holidays, etc.?
3. What are the usual destinations or itineraries of your
tours?




5. Are the tours organized by your company usually full?
6. How many guides are there in each of your tours? Are
they mostly male or female? What is their average age?
7. Has your company organized any special tours such as
tours for newly married couples, tours for teachers, etc.?
Do you find such tours popular?
8. Have you heard of any complaints made by your customers
about the outbound tours? If "yes"l, what are these
complaints?
B. Marketing strategies
1. How does your company attract customers? If you have
advertisements, what is the percentage of the advertising
cost to the total cost?
2. Has your company organized any group tour in cooperation
with other organizations, such as airlines, newspapers,
broadcasting companies, etc.? If yes, what do you think
are the advantages of this kind of practice?
3. Has your company done any research so as to understand
more of the travel market? If t'no, what are your
reasons for not doing so?
4. Do you think the Hong Kong Tourist Association or the
Hong Kong Association of Travel Agents should provide
travel agents with more information about the market
for outbound tourism? If yes, what aspects do you
think require some research?
5. Do you find competition from other travel agents a problem
for your company? If yes, from where does the competition
come? For example, from small travel agents offering
cheaper tours? From large travel agents pushing strong
advertisements, etc.?
C. Management
1. Is your company a member of the Hong Kong Tourist Association
or the Hong Kong Association of Travel Agents? If "no",
why not?
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2. What type of ownership doesyour company belong to?
Sole proprietorship? Partnership? Limited liability?




4. There are complaints that some travel agents are dishonest
with their customers, such as offering poorer accomodations
than announced beforehand. Do you think this kind of
conduct is..harmful to the group tour business? If yes,
what do you think should be done about it?
D. Future outlook
1. Do you think the present economic situation or the stock
market has a great influence upon the number of Hong Kong
residents touring overseas? If "yes", do you think such
influence will continue for the next few years? How would
your company adapt to the decline in the number of
customers?
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2. Are there any good propects in the travel market, such
as, the popularity of short tours to the Philippines, etc.?
3. What do you think of the future of the outbound tourist
business?
E. Other comments
THANK YOU VERY MUCH FOR YOUR KIND COOPERATION
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APPENDIX 3
The method used in the analysis to measure the
intensity of attitudes of a group of respondents is
described below:
First of all, points are assigned to each alternative
answer of a question. For example, for a question that
has five alternative answers: Very important, important
somewhat important, not important, no answer, points are








Then, each percentage representing the proportion of
a certer group of respondents giving each alternative
answer is multiplied by pertinent points assigned. For
example, 30% of the respondents gave the answer Very
important and this answer is assigned 3 points. By simple
multiplication, the product is 0.9. Similarly, if 40% of
the respondents choose the answer "Important" (which is
assigned 2 points), 18% choose "Somewhat important" (which
95
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is assigned 1 point), 10% choose "Not important" (which is
assigned -2 points), and 10% choose "No answer" (which is
assigned 0 point), each set of percentage and point is
multiplied and the products will be: 0.8, 0.18, -0.2, 0,
respectively.
Finally, score for the question is obtained by
adding all the products up, as in the example:
This score then represents the intensity of attitudes of a
certain group of respondents towards the item concerned.
To compare the intensity of attitudes of a group of
respondents towards various items, or to compare the
intensity of attitudes of various groups of respondents
towards an item, a chart may then be plotted. Referring to
the example, the score of the item (or question) is calculated
to be 1.68. If it is compared with four other items, having











The chart shows that Item 2 is regarded by the
respondents as most important, followed by Item 1 and Item
3. Item 4 is regarded as least important.
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DATE OF LAST TRAVEL
JAN FFB MARCH APRIL MAY IIINF JULY AUG SFPT OCT NOV DEC
ASE
92 2 5 4 12 3 7 8 16 5 9 9 12
0.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
0.0 2.2 5.4 4.3 13.0 3.3 7.6 8.7 17.4 5.4 9.8 9.8 13.0
DESTINATION
TAIWAN PHIL JAPAN THAI EUROPE AMER OTHER NO
ICA ANSBASE ETC
02 38 8 13 15 10 4 4 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 41.3 8.7 14.1 16.3 10.9 4.3 4.3 0.0
TIME MADE AVAILABLE BY -
PURL- PER- RE- OTHER NO
BASEHOL. HOL. TIRE - ANS
92 19 47 4 22 0
100.0 100.0 100.0 100.0 100.0 100.0




92 50 42 0
100.0 100.0 100.0 100.0
100.0 54.3 45.7 0.0
FORM OF TRIP
T.A. OTHFR NOT NO
RASE TOUR TOUR TOUR ANS
92 49 14 29 0
100.0 100.0 100.0 100.0 100.0
100.0 53.3 15.2 31.5 0.0
Appendix 4
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NO. OF FRIENDS ACCOMPANYING
ONE TWO THREE FOUR FIVE/ NIL NO
BASE MOPE ANS
92 18 3 7 7 6 51 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 19.6 3.3 7.6 7.6 6.5 55.4 0.0
MFMBFRS OF FAMILY ACOMPANYING
STNGLF MARR WITH WITH WITH NO
HASFTRAV. COUPLE CHILD PARNT OTHFR ANS
92 57 24 2 7 1 1
100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 62.0 26.1 2.2 7.6 1.1 1.1
NO. OF TIMFS TRAVEILED
ONE TWO THREE FOUR FIVE/ NO
BASE MORE ANS
92 53 12 10 8 8 1
100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 57.6 13.0 10.9 8.7 8.7 1.1
MAIN SOURCF OF FINANCE
OWN PAR- CHIL- COM- OTHER NO
BASESAVING ENT DREN PANY ANS
92 70 8 2 6 6 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 76.1 8.7 2.2 6.5 6.5 0.0
WHO MADE YOU THINK OF TAKING THAT TRIP7
MY- FRI- PAR- SPO- CHII- FMPL OTHER NO
BASE SELF END ENT USE -ORFN -OYER CASES ANS
92 55 10 11 7 2 5 2 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0





92 35 57 0
100.0 100.0 100.0 100.0
100.0 38.0 62.0 0.0
RESIDENCE DURING THE TRIP
HOTEL APT- APT- HOST FR/RL OTHFR NO
BASE - DAILY MONTH -EL HOUSE - ANS
92 70 2 1 6 12 1 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 76.1 2.2 1.1 6.5 13.0 1.1 0.0
SERVICES DISAGREED WITH THAT ANNOUNCED
DFF- STR DIS- STR-D DEF-D NO
BASFAGREE AGREE AGREE AGREE AGREE AGREE ANS
92 5 7 41 18 13 2 6
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 5.4 7.6 44.6 19.6 14.1 2.2 6.5
RELIABILITY OF ORGANIZER
VERY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
92 75 11 5 1 0
100.0 100.0 100.0 100.0 100.0 100.0
100.0 81.5 12.0 5.4 1.1 0.0
THE FEF
VERY IMPT SOME NOT NO
BASF IMPT IMPT IMPT ANS
92 25 35 26 6 0
100.0 100.0 100.0 100.0 100.0 100.0
100.0 27.2 38.0 28.3 6.5 0.0
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THE ACCOMODATION
VERY IMPT SOME NOT NO
BASF IMPT TMPT IMPT ANS
92 30 43 15 4 0
100.0 100.0 100.0 100.0 100.0 100.0
100.0 32.6 46.7 16.3 4.3 0.0
THE TRAVELLERS IN THE TOUR
VERY IMPT SOME NOT NO
BASE TMDT TMPT TMPT ANS
92 15 26 35 15 1
100.0 100.0 100.0 100.0 100.0 100.0
100,0 16.3 28.3 38.0 16.3 1.1
THE PROGRAMMFS
VERY TMPT SOME NOT NO
BASE IMPT IMPT TMPT ANS
92 41 40 10 1
1 00.0 100.0 100.0 100.0 100.0 100. 0
100.0 44.6 43.5 10.9 101 0.0
THE SERVICES OF THE GUIDES
VERY TMPT SOME NOT NO
BASE TMPT IMPT TMPT ANS
92 36 39 16 1 0
100,0 100.0 100.0 100.0 100.0 100.0
100.0 39.1 42.4 17.4 1.1 0.0
SIGHTSEEING
VERY IMPT SOME NOT NO
BASE IMPT TMPT TMPT ANS
92 65 24 2 0 1
100.0 100.0 100. 0 100.0 100.0 100.0
100.0 70.7 26.1 2.2 0.0 1.1
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IMPORTANCF OF ENTFRTAINMFNT
VERY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
92 8 21 29 33 1
100.0 100.0 100.0 100.0 100.0 100.0
1.1100.0 8.7 22.8 31.5 35.9
PLACF OF HISTORICAL INTFREST
VFPY IMPT SOME NOT NO
BASE IMPT IMPT TMPT ANS
92 40 33 14 4 1
100.0 100.0 100.0 100.0 100.0 100.0
100.0 43.5 35.9 15.2 4.3 1.1
VISITING MUSEUMS
VERY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
02 24 42 16 9 1
100.0 100.0 100.0 100.0 100.0 100.0
100.0 26.1 45.7 17.4 9.8 1.1
EXPLORING NON-TOURIST AREAS
VERY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
92 10 24 34 24 0
100.0 100.0 100.0 100.0 100.0 100.0
100.0 10.9 26.1 37.0 26.1 0.0
SHOPPING
VFRY IMPT SOME NOT NO
IMPT IMPT ANSBASE IMPT
92 9 17 45 21 0
100.0 100.0 100.0 100.0 100.0 100.0
100.0 9.8 18.5 48.9 22.8 0.0
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MEETING PFOPLF THERE
VERY IMPT SOME NOT NO
IMPT IMPT ANSBASE IMPT
97 8 31 29 24 1
100.0 100.0 100.0 100.0 100.0 100.0
100.0 8.7 33.7 30.4 26.1 1.1
HAVING SPORTS ACTIVITIES
VERY IMPT SOME NOT NO
IMPT IMPT ANSBASE IMPT
92 1 5 21 65 0
100.0 100.0 100.0 100.0 100.0 100.0
100.0 1.1 5.4 22.8 70.7 0.0
TRAVELLERS ABOUT YOUR AGE
VERY IMPT SOME NOT NO
IMPT IMPT ANSBASE IMPT
392 29 22 15 23
100.0 100.0 100.0 100.0 100.0 100.0
100.0 31.5 23.9 16.3 25.0 3.3
TRAVFLLERS WITH SAME HOBBIES
VERY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
92 24 39 18 9 2
100.0 100.0 100.0 100.0 100.0 100.0
100.0 26.1 42.4 19.6 9.8 2.2
SIMILAR EDUCATION LEVEL
VERTY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
92 7 23 23 37 2
100.0 100.0 100.0 100.0 100.0 100.0
100.0 7.6 25.0 25.0 40.2 2.2
SIMILAR OCCUPATION
VERY TMPT SOME NOT NO
TMPT TMPT ANSBASE TMPT
92 3 7 18 62 2
1 00.0 100.0 100.0 100.0 100.0 100.0
100.0 3.3 7.6 19.6 67.4 2.2
TRAVELLERS ABOUT YOUR AGE
VERY IMPT SOME NOT NO
IMPT IMP ANSBASF IMPT
02 29 22 15 23 3AGE 0F
100.0 100.0 100.0 100.0 100.0 100.0RESPONDENT
100.0 31.5 23.9 16.3 25.0 3.3
5 3 1 0 1 0BELOW 20
3.4 10.3 4.5 0.0 4.3 0.0COL
100.0 60.0 20.0 0.0 20.0 0.0R0W
37 13 11 8 4 121- 30
40.2 44.8 50.0 53.3 17.4 33.3LC0
100.0 35.1 29.7 21.6 10.8 2.7ROW
37 10 8 5 13 131-50
40.2 34.5 36.4 33.3 56.5 33.3COL.
100.0 27.0 21.6 13.5 35.1 2.7ROW
13 3 2 2 5 1ABOVE 50
14.1 10.3 9.1 13.3 21.7 33.3Col
100.0 23.1 15.4 15.4 38.5 7.7ROW
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TRAVELLERS WITH SAME HORRIES
VERY IMPT SOME NOT NO
RASE IMPT IMPT IMPT ANS
AGE OF 92 24 39 18 9 2
RESPONDENT 100.0 100.0 100.0 100.0 100.0 100.0
100.0 26.1 42.4 19.6 9.8 2.4
BELOW 20 5 1 1 3 0 0
COL. % 5.4 4.2 2.6 16.7 0.0 0.0
ROW % 100.0 20.0 20.0 60.0 0.0 0.0
21 - 30 37 10 20 4 3 0
COL. % 40.2 41.7 51.3 22.2 33.3 0.0
ROW % 100.0 27.0 54.1 10.8 8.1 0.0
31 - 50 37 13 10 8 5 1
COL. % 40.2 54.2 25.6 44.4 55.6 50.0
ROW % 100.0 35.1 27.0 21.6 13.5 2.7
ABOVE 50 13 0 8 3 1 1
COL. % 34.1 0.0 20.5 16.7 11.1 50.0
ROW % 100.0 0.0 61.5 23.1 7.7 7.7
SIMILAR EDUCATION LEVEL
VERY IMPT SOME NOT NO
BASE IMPT IMPT IMPT ANS
AGE OF 92 7 23 23 37 2
RESPONDENT 100.0 100.0 100.0 100.0 100.0 100.0
100.0 7.6 25.0 25.0 40.2 2.2
BELOW 20 5 1 2 1 1 0
COL. % 5.4 14.3 8.7 4.3 2.7 0.0
ROW % 100.0 20.0 40.0 20.0 20.0 0.0
21 - 30 37 2 10 14 11 0
COL. % 40.2 28.6 43.5 60.9 29.7 0.0
ROW % 100.0 5.4 27.0 37.8 29.7 0.0
31 - 50 37 4 7 7 18 1
COL. % 40.2 57.1 30.4 30.4 48.6 50.0
ROW % 100.0 10.8 18.9 18.9 48.6 2.7
ABOVE 50 43 0 4 1 7 1
COL. % 14.1 0.0 17.4 4.3 18.9 50.0
ROW % 100.0 0.0 30.8 7.7 53.8 7.7
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STMILAR OCCUPATION
BASE IMPT IMPT IMPT AND
92 3 7 18 52 2AGE OF
RFSPUNIFNT 100.0 100.0 100.0 100.0 100.0 100.0
100.0 3.3 7.6 19.6 67.4 2.2
BELOW 20 5 1 2 0 2 0
CGL 5.4 33.3 28.6 0.0 3.2 0.0
ROW 100.0 20.0 40.0 0.0 40.0 0.0
21 - 30 37 0 2 10 25 0
COL 40.2 0.0 28.6 55.6 40.3 0.0
ROW 100.0 0.0 5.4 21.0 67.6 0.0
31 - 50 37 2 1 5 28 1
40.2 66.7 14.3 27.8 45.1 50.0COL
ROW 100.0 5.4 2.7 13.5 75.7 2.7
ABOVE 50 13 0 2 3 7 1
14.1 0.0 28.6 16.7 11.3 50.0COL
ROW 100.0 0.0 15.4 23.1 53.8 7.7
CHOOSE A TOUR WHICH IS-
CHEAP SOME SOME VERY NO
BASE-EST FCON LUXE IUXE ANS
92 6 52 30 3 1
100.0 100.0 100.0 100.0 100.0 100.0
100.0 6.5 56.5 32.6 3.3 1.1
CHOOSE A TOUR WITH NO. OF TRAVELLER
10 OR 10- 21- 31- 41 OR NO
BASELESS 20 30 40 MORE ANS
92 12 38 25 10 7 0
100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 13.0 41.3 27.2 10.9 7.6 0.0
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CHOOSE A TOUR WITH GUIDES
M.30 F.30 M.30 F.30 DONT NO
BASE LESS LESS OVER OVER MIND ANS
92 23 19 11 4 34 1
100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 25.0 20.7 12.0 4.3 37.0 1.1
TRAVELLING IS A SYMBOL OF PRESTIGE
DIS- STR-D DEF-D NODEF- STR
BASEAGPEE AGREE AGREE AGREE AGREE AGREE ANS
92 3 4 19 31 12 19 4
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 3.3 4.3 20.7 33.7 13.0 20.7 4.3
TRAVELLING IS A SYMBOL OF PRESTIGI:
DFF- STR NODIS- STR-D DFF-D
ANSBASEAGREE AGREE AGRFE AGREE AGREE AGRER
AGE OF 92 3 4 19 31 12 19 4
RESPONDENT 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 3.3 4.3 20.7 33.7 13.0 20.7 4.3
BELOW 20 5 0 1 0 1 0 2 1
COL 5.4 0.0 25.0 0.0 3.2 0.0 10.5 25.0
ROW 100.0 0.9 20.0 0.0 20.0 0.0 40.0 20.0
21 - 30 37 1 2 6 13 7 8 0
40.2 33.3 50.0 31.6 41.9. 58.3 42.1 0.0COL
ROW 100.0 2.7 5.4 16.2 35.1 18.9 21.6 0.0
31 - 50 37 2 1 11 12 4 6 1
COL 40.2 66.7 25.0 57.9 38.7 33.3 31.6 25.0
ROW 100.0 5.4 2.7 29.7 32.4 10.8 16.2 2.7
ABOVE 50 13 0 0 2 5 1 3 2
COL 14.1 0.0 0.0 10.5 16.1 8.3 15.8 50.0
ROW 100.0 0.0 0.0 15.4 38.5 7.7 23.1 15.4
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TDAVELLING IS A SYMBOL OF PRESTIGE
NODIS- STR-D DFF-DDEF- STR
RASFAGREE AGREE AGREE AGREE AGREE AGREE ANS
92 3 4 19 31 12 19 4
EDUCATION 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 3.3 4.3 20.7 33.7 13.0 20.7 4.3
2 0 0 0 0 1 0 1
ILLITERATE 2.2 0.0 0.0 0.0 0.0 8.3 0.0 25.0
COL
100.0 0.0 0.0 0.0 0.0 50.0 0.0 50.0ROW
11 0 0 0 8 0 3 0
PRIMARY SCHOOL
12.0 0.0 0.0 0.0 25.8 0.0 15.8 0.0COL
100.0 0.0 0.0 0.0 72.7 0.0 27.3 0.0ROW
11 0 0 0 7 1 2 1SECONDARY SCHOOL
12.0 0.0 0.0 0.0 22.6 8.3 10.5 25.0COL.
100.0 0.0 0.0 0.0 63.6 9.1 18.2 9.1ROW
44 1 1 11 13 5 12 1SEC. SCHOOL GRAD./F.
47.8 33.3 25.0 57.9 41.9 41.7 63.2 25.0COL
100.0 2.3 2.3 25.0 29.5 11.4 27.3 2.3ROW
24 2 3 8 3 5 2 1
POST-SEC/UNIVERSITY 26.1 66.7 75.0 42.1 9.7 41.7 10.5 25.0COL
100.0 8.3 12.5 33.3 12.5 20.8 8.3 4.2
ROW
0 0 0 0 0 0 0 0
NO ANSWER 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
COL 100.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
ROW
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TRAVELLING IS A SYMBOL OF PRESTIGE
DEF- STR NODIS- STR-D DFF-D
ANSBASEAGREE AGREE AGREE AGREE AGREE AGREE
FAMILY MONTHLY INCOME 92 3 4 19 31 12 19 4
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 3.3 4.3 20.7 33.7 13.0 20.7 4.3
2 0 0 0 1 0 1 0HK$1000 OR BELOW
COL 2.2 0.0 0.0 0.0 3.2 0.0 5.3 0.0
ROW 100.0 0.0 0.0 0.0 50.0 0.0 50.0 0.0
HK$1001 - 2000 24 0 0 2 14 1 7 0
COL 26.1 0.0 0.0 10.5 45.2 8.3 36.8 0.0
100.0 0.0 0.0 8.3 58.3 4.2 29.2 0.0ROW
20 3 0 4 4 5 3 1HK$2001 - 3000
COL 21.7 100.0 0.0 21.1 12.9 41.7 15.8 25.0
ROW 100.0 15.0 0.0 20.0 20.0 25.0 15.0 5.0
14 0 0 1 5 3 4 1HK$3001 - 4000
15.2 0.0 0.0 5.3 16.1 25.0 21.1 25.0COL
100.0 0.0 0.0 7.1 35.7 21.4 28.6 7.1ROW
16 0 1 4 4 2 4 1HK$4001 - 5000
17.4 0.0 25.0 21.1 12.9 16.7 21.1 25.0COL
100.0 0.0 6.2 25.0 25.0 12.5 25.0 6.2ROW
16 0 3 8 3 1 0 1HK$5001 OR ABOVE
17.4 0.0 75.0 42.1 9.7 8.3 0.0 25.0COL
100.0 0.0 18.7 50.0 18.7 6.2 0.0 6.2ROW
0 0 0 0 0 0 0 0NO ANSWER
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0COL
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1香 港 居 民 旅 遊 海 外 者 之 型 態 研 究 王 □ 楚
近 數 年 來 ， 香 港 往 海 外 旅 遊 的 人 士 ， 忽 有 極 顯 著 的 增
加 ， 據 香 港 旅 遊 協 會 統 計 ， 在 一 九 七 三 年 中 ， 本 港 出 外 旅
遊 者 達 三 十 餘 萬 之 眾 ， 較 一 九 七 二 年 增 加 百 份 之 五 十 二 ，
較 一 九 七 ○ 年 增 加 百 份 之 一 百 三 十 五 。 除 人 數 方 面 的 激 增
外 ， 旅 遊 者 所 屬 的 社 會 階 層 也 比 以 前 增 廣 ， 換 句 話 說 ， 各
種 不 同 背 景 的 市 民 ， 也 都 對 旅 遊 感 到 興 趣 ， 也 有 能 力 參 與
， 因 此 ， 出 外 旅 遊 再 也 不 是 富 有 人 家 的 獨 有 消 遣 節 目 了 。
在 這 旅 遊 風 氣 盛 行 的 時 候 ， 本 港 旅 遊 公 司 恰 如 雨 後 春
筍 ， 紛 紛 舉 辦 旅 行 團 ， 而 招 徠 顧 客 的 廣 告 ， 更 在 報 刋 雜 誌
2上 大 量 湧 現 ， 這 一 行 業 的 生 意 ， 在 當 時 來 說 ， 確 是 十 分 蓬
勃 和 充 滿 生 氣 。 可 是 ， 當 人 們 得 知 此 行 業 有 利 可 圖 ， 旅 遊
社 越 開 越 多 的 時 候 ， 同 業 間 的 競 爭 便 漸 趨 白 熱 化 ， 一 些 不
肖 份 子 ， 更 利 用 跡 近 欺 騙 的 手 法 以 吸 引 顧 客 ， 到 後 來 受 騙
顧 客 紛 紛 投 訴 ， 輿 論 也 一 致 譴 責 那 些 不 負 責 任 的 旅 行 社 ，
使 這 一 行 業 的 聲 譽 ， 一 時 大 受 破 壞 ， 人 們 對 參 加 旅 行 團 的
信 心 ， 因 此 而 大 大 減 弱 ， 較 小 規 模 的 旅 行 社 ， 受 此 打 擊 而
倒 閉 者 大 有 人 在 。 旅 遊 社 行 業 所 受 挫 折 ， 還 不 止 此 ， 跟 著
而 來 的 股 市 崩 潰 和 世 界 性 經 濟 退 縮 ， 使 本 港 一 般 居 民 在 娛
樂 方 面 的 消 費 能 力 ， 也 受 到 部 份 影 響 。 根 據 旅 遊 界 人 士 透
3露 ， 在 這 段 時 期 中 ， 本 港 出 外 旅 遊 的 人 數 確 已 減 少 。
本 調 查 研 究 的 動 機 ， 是 鑑 於 本 港 出 外 旅 遊 事 業 的 突 然
蓬 勃 在 先 ， 繼 而 遭 受 挫 折 於 後 ， 如 果 在 這 時 候 追 尋 其 發 展
過 程 ， 探 討 其 未 來 展 望 ， 應 是 一 項 頗 為 合 時 的 課 題 。 本 調
查 的 主 旨 ， 在 收 集 並 分 析 香 港 出 外 旅 遊 者 的 背 景 及 他 們 對
旅 遊 、 旅 遊 公 司 、 旅 行 團 的 偏 好 和 意 見 ， 希 望 能 為 此 行 業
之 決 策 階 層 提 供 一 些 資 料 ， 以 作 為 訂 定 或 修 改 經 營 策 畧 之
根 據 。 對 本 港 有 關 旅 遊 行 業 之 發 展 過 程 ， 一 般 旅 遊 公 司 之
經 營 手 法 ， 本 文 亦 有 涉 及 ， 備 作 參 考 。 文 中 又 討 論 若 干 有
關 現 代 市 場 調 查 之 概 念 及 市 場 調 查 之 方 法 ， 作 用 在 提 醒 管
4理 階 層 ， 爭 取 顧 客 的 要 決 ， 在 於 尋 求 他 們 真 正 的 需 要 ， 然
後 提 供 服 務 或 修 改 策 畧 ， 以 符 合 他 們 的 意 願 。 對 顧 客 來 說
， 若 經 營 者 得 知 他 們 的 慾 望 及 需 要 ， 因 而 設 法 適 應 ， 則 顧
客 方 面 亦 可 受 益 。
近 數 十 年 來 ， 關 於 消 費 者 的 研 究 ， 大 受 決 策 及 管 理 階
層 的 注 意 ， 這 與 近 代 市 場 學 以 消 費 者 為 本 位 (CONSUMER
ORIETATION 的 概 念 不 無 關 係 。 本 文 基 本 上 便 是 一 種 消 費 者
的 調 查 研 究 (CONSOMER RESEARCH) 。 它 和 其 他 種 種 市 場 調 查 研
究 方 法 不 同 之 處 ， 在 於 以 消 費 者 為 主 要 調 查 對 象 ， 直 接 與
之 接 觸 ， 發 出 問 題 或 觀 察 其 行 為 ， 以 期 獲 知 其 背 景 之 特 徵
5或 影 響 其 消 費 行 為 之 因 素 。 文 中 對 調 查 之 方 法 及 過 程 ， 論
述 頗 詳 ， 目 的 在 使 人 對 資 料 來 源 有 較 深 入 之 瞭 解 。 筆 者 希
望 藉 著 這 個 研 究 ， 提 醒 有 關 行 業 的 決 策 者 ， 市 場 調 查 研 究
是 一 項 極 為 重 要 的 工 具 ， 實 宜 多 加 利 用 。
一 家 公 司 ， 如 要 制 定 一 套 使 市 場 中 所 有 顧 客 均 感 滿 意
的 策 畧 ， 是 不 可 能 的 事 ， 因 為 各 種 各 類 的 顧 客 ， 有 各 式 各
樣 不 同 的 需 求 和 偏 好 ； 面 對 一 個 具 有 多 種 類 型 顧 客 的 市 場
， 有 些 決 策 者 未 免 感 到 無 所 適 從 ； 但 瞭 解 市 場 策 畧 的 經 營
都 大 都 知 道 ， 這 可 是 一 個 爭 取 顧 客 的 大 好 良 機 ， 他 們 可 以
把 整 個 市 場 劃 分 為 若 干 部 份 或 較 小 的 市 場 ， 然 後 依 照 所 選
6定 的 小 市 場 的 特 殊 需 求 ， 製 造 產 品 或 提 供 服 務 ， 這 便 是 所
謂 市 場 劃 分 法 (MARKET SEGMENTATION) 。 在 應 用 此 種 策 畧 時
， 如 果 劃 分 市 場 ， 便 是 一 項 他 日 成 敗 所 繫 的 關 鍵 。 本 文 所
供 給 的 ， 是 香 港 一 般 出 外 旅 遊 的 居 民 的 資 料 ， 並 已 作 粗 畧
的 劃 分 ， 或 可 作 為 有 關 行 業 決 策 人 進 一 步 研 究 的 釐 定 其 研
究 調 查 重 點 之 參 考 。 文 中 所 列 資 料 ， 僅 代 表 某 一 時 期 中 香
港 旅 遊 海 外 者 之 型 態 ， 由 於 消 費 者 的 愛 好 和 行 為 時 刻 都 在
變 化 ， 決 策 階 層 必 須 時 常 保 持 警 覺 ， 尋 求 最 新 的 顧 客 資 料
， 並 作 出 迅 速 反 應 ， 才 能 收 到 良 好 效 果 。 每 一 家 公 司 都 有
本 身 的 的 經 營 目 標 及 政 策 ， 也 有 不 同 的 資 源 限 制 ， 故 此 資
7料 的 利 用 ， 貴 在 斟 酌 本 身 情 況 ， 不 能 一 概 而 論 。 本 文 對 有
關 行 業 的 經 營 者 ， 沒 有 作 出 具 體 建 議 ， 祇 以 市 場 學 概 念 貫
串 全 文 ， 便 是 這 個 原 因 。
在 一 個 走 向 繁 榮 的 社 會 中 ， 人 們 不 但 有 更 多 可 供 自 由
運 用 的 金 錢 (DISCRETIONARY INCOME) ， 也 有 更 多 自 由 活 動 的 時
間 ， 在 這 種 情 況 下 ， 消 閒 活 動 更 受 人 們 重 視 ， 似 屬 必 然 ，
而 旅 遊 的 是 一 種 消 閒 活 動 。 近 數 十 年 來 ， 香 港 居 民 的 生 活
水 準 ， 一 直 在 提 高 中 ， 最 近 由 於 世 界 性 經 濟 不 景 氣 ， 進 度
才 受 到 阻 礙 。 根 據 本 調 查 觀 察 所 得 的 出 外 旅 遊 行 業 發 展 過
程 及 特 徵 ， 顯 示 此 一 行 業 雖 已 進 入 產 品 生 命 循 環 (PRODUCT
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中 的 成 熟 階 段 (MATURITY STAGE) ， 但 似 不 會
很 快 結 束 ， 只 要 本 港 經 濟 一 旦 好 轉 ， 出 外 旅 遊 事 業 的 潛 力
實 不 容 忽 視 ； 至 於 有 關 行 業 屆 時 能 否 掌 握 機 會 ， 拓 展 市 場
， 則 有 賴 本 身 的 策 畧 運 用 了 。


